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Thank You To Our
Regional Rev Up Partner!



New Publications

• Market Analysis Guide
• Second of three Main Street Approach 

implementation guides (first was 
released last year on Community 
Engagement, third to come out this 
summer on measuring and 
communicating impact);

• User-friendly tool-kit on “market 
analysis-lite” 

• Design Guide
• First in suite of new Four Point guides
• Update to existing Design Handbook 

with emphasis on people-centered 
design and community-driven process



Agenda

• 10:00 to 10:30 am – An Introduction to Opportunity Analysis – Using 
Corporate Approaches to Revitalize Our Districts (w/Exercise)

• 10:30 am to Noon – Market Analysis: Understanding Primary and 
Secondary Data for Opportunity Analysis (Case Study and Exercise)

• Noon to 12:45 pm – Lunch (Exercise – “A New Glue”)

• 12:45 pm to 1:30 pm – Tour and an initial analysis

• 1:30 pm to 2 pm – Exercise – Findings and How they Relate to 
Projects and Strategy



THE MAIN STREET APPROACH
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▪ COMMUNITY VISION
▪ MARKET UNDERSTANDING
▪ COMMUNITY ASSETS

TRANSFORMATION STRATEGY

TRANSFORMATION STRATEGY

▪ QUANTITATIVE OUTCOMES
▪ QUALITATIVE OUTCOMES

Opportunity Analysis



How to Identify Opportunities?



1. Don’t Look From a Silo

• Private Sector:
• Corporate R&D and Business Development Teams are commonly made up of 

cross-discipline

• Main Street
• Ensure that you are engaging a broad range of stakeholders

• Continue to enlist new volunteers…especially community newcomers with a 
fresh set of eyes.



2.  Evaluate the Competition

• Corporate
• Competitive intelligence 

• Look outside of your industry and incorporate

• Main Street
• Look at what other downtowns and retail sectors are doing and ADAPT to 

your strategy

• Create a mind map – Where do you find information that influences how you 
see/find opportunities?



DesignOrganization

Promotions & MarketingEconomic Development

Matt’s Mind Map



3. Looking Globally



4.  Looking for Trends

• Corporations and Main Street Not so Different
• Demographics

• Consumer Spending

• Psychographics



Trends - Exercise

• What’s Happening In Housing that Might Provide an Opportunity?

• What’s Happening in Retail that Might Provide an Opportunity?

• What’s Happening with Technology that Might Provide an 
Opportunity?

• What’s Happening with (Pick an Industry eg. Food; Manufacturing, 
etc) that Might Provide an Opportunity?



Market Analysis: Philosophy Impacts 
Approach
• More Art than Science

• Puzzle Pieces

• Data confirms…it doesn’t lead

• Market analysis is as much qualitative as it is quantitative

• What you see in the downtown/district reflects market forces already in 
action…void largely direct influence and strategy

• Look for reoccurring themes

• Label each piece of information to help with this – as a TS and/or 4 Point Driver

• Attempt to view Transformation Strategies as market overlays…they should 
complement each other to build density of markets 

• Be aware of national trends.  While markets are primarily local, you can draw 
inference from national consumer habits and business movements

• Test by using your gut instinct…does it pass the smell test?



Case Study – Owatonna, MN

• Background
• Hour south of Minneapolis; 45 min west of Rochester (Mayo Clinic)

• County seat

• 25,000 population.

• Acts as a Regional Trade Center…tipping point however going north to the 
Twin Cities at 20 min drive time mark approx.

• No shortage of suburban retail competition however



Observed Assets
• Straight River (Residents and Health/Recreation)

• Downtown Employment Market: City/County 
Center; Josten’s and Federated Insurance 2,000+ 
(Residents and Workers)

• Cabela’s (Health & Recreation)

• Proximity to Twin Cities and Rochester (Day 
Trippers/Food-Dining)

• Owatonna Wildlife Work Area (Health & 
Recreation)

• Buxton Trail/Muckle Trail (Health & Recreation)

• History of Manufacturing, Invention, Innovation 
(Small Scale Production)

• New Downtown Housing Projects (mix) (Residents)

• Bus Trips for Louis Sullivan design (Day 
Trippers/Food-Dining)

• Brewery coming to downtown (Food/Dining)

NOTE:  OPPORTUNITY ANALYSIS 
SHOULD NOT BE CONFINED TO JUST 

THE DOWNTOWN – REGIONAL 
CONTEXT



Community Vision and Engagement Inputs

438 Community Surveys Collected!!!



What 3 Words Come to Mind?





What businesses do you most commonly 
visit?



Other:
• Community Center
• Men’s Clothing
• Gift Shops



Summary of Survey

• Community understands the historic and architecture significance.  Senses 
that it is tired & boring (Design – Placemaking critical)

• Vacancies and Store Variety are lacking (Entrepreneurship – EV)

• Restaurants are primary driver (Food/Dining); albeit Ace Hardware was 
tops (Convenience)

• More food, fine-dining; pub/restaurants are most desirable (Food/Dining)

• Saturday evenings could be logical for longer store hours. (EV, Promotions)

• About 25% of respondents would live in the downtown and/or are unsure. 
(Residents/Workers)



Market Data Inputs

• Key Components for Review
• Existing Business Mix 

• Community Assets and Anchors

• Trade Area Analysis

• Sales Leakage

• Psychographics

• Demographics



Trade Area 
Delineation
Drive Times:  5, 
10, and 20 min 



Some demographic characteristics – (See Attached Report)

• Population size

• Population trends

• Number of households

• Household trends (e.g., smaller or larger)

• Median HH income and benchmarks

• Median age and benchmarks

• Median age trends

• Households with children at home

• Homeownership rates

• Educational attainment

• Race and ethnicity and trends

• Psychographic segmentation (“Community Tapestry”)



Demographics 
Notes 





Psychographic Profiles











• Business inventory

• Number of businesses

• Business clusters
– Retail (by category)

– Restaurant

– Lodging

– Professional

– Manufacturing

• Number of downtown workers

Downtown business characteristics (See attached Report)



Sales void analysis – (See attached report)

• Total buying power

• Total sales capture

• Buying power by retail category

• Sales capture by retail category

• Sales leakage by retail category

• Major competitors





Sales Gap 
Review –
5 min



Sales Gap 
Review –
20 min



From Your 2015 Retail Trade Analysis – U of MN 



Market Summary

• Downtown has an undiscovered group of small scale producers: chocolate/candy, 
rug, bakery, hats, brewery, Josten’s (Small-Scale Production)

• Massive growth in leisure and recreation spending (Recreation)

• Small surplus on restaurants, but more growth potential based on national trends 
(Food/Dining)

• Downtown housing unit growth could help to recapture leakage in specialty food 
areas. (Residents)

• Psychographics suggest consumer markets with brand and local shopping 
loyalties, price point sensitivity, family-oriented, and outdoor recreation focused. 
(Convenience; Recreation)

• Strong surpluses (5 min)combined with large leakage (20min) in gifts, office 
supplies, etc demonstrates convenience presence in downtown. 
(Convenience/Residents)



Exercise -

• In Your Group Tables:  Ideate 5 possible project opportunities you 
would see for Owatonna based on the three areas of opportunity 
analysis:
• Observed Assets

• Community Survey

• Market Data



Lunch Table Group Exercise

Instructions:  A key attribute of opportunity analysis is the ability to take your own 
background and experiences and apply it to areas you may not have a lot of 
knowledge.

Based on the attributes of this new “glue” find using your best ideas one product you 
would develop using this new glue.  In addition answer the questions below as part of 
your presentation.

Paper Napkin Analysis
Project:  A New Glue

Key Attributes:

• Can stick in water

• Can stick in body

• Can hold fluids

• Can be made of any thickness

• Has Time-Release

What to Consider:
What to Address:

▪ Who Might be the Targeted Customer(s)?

▪ Where Could I Sell It?

▪ What are the Potential Barriers?



Tour – Opportunity Identification

• What to Look For:
• Types of Customers
• How is the Downtown Functioning
• Any Gaps in Uses
• Any Barriers
• Overall Design Features
• Any key anchors/traffic generators
• Linkages/Connectivity
• Any key business niches
• Infill Opportunities?
• Green Space?

• Possible Engagement 
Opportunities
• Talk with a store owner
• Stop and ask a customer
• Ask one of the local hosts



Opportunity Identification Exercise

• Take 10 min in your group summarize the top 5 opportunities for the 
host community to pursue and why?

• You’ll then present out your findings.



Questions

Matthew Wagner, Ph.D.

Vice President of Revitalization Programs

National Main Street Center, Inc.

53 W. Jackson

Chicago, IL 60604

mwagner@savingplaces.org

312-610-5617

mailto:mwagner@savingplaces.org

